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A JOURNAL FOR ADVERTISERS. 


Gero. P. RowELL & Co., PUBLISHERS, 10 Spruce 8T., New Yor«. 


NEW YORK, Marcu 11, 1891. 


A Good Advertisement 


does not ensure good advertising, but good advertis- 
ing always includes a good advertisement. Right 
Mediums, Right Prices, Right Service are indispens- 
able if a good advertisement is to do the work for 
which it is intended. A unit is greater than any of 
its fractions. As Advertising Agents we have, for 
twenty-one years, furnished every essential for News- 
paper Advertising, and have therefore supplied thou- 
sands of advertisements, and of every kind required. 
These have come from every source—from the adver- 
tiser, from ourselves, from professional writers ; to get 
them is a part, but by no means the principal part, 
of our business. 

We are constantly seeking ideas and always ready to 
pay for any which are available to the use of advertis- 
ers whose interests are committed to our care. At 
present we can use a series of advertisements of 
Perry Davis’ Pain Killer and of Fairbank’s Gold 
Dust Washing Powder. We invite suggestions from 
any one. Further information upon application. 


In the meantime our facilities of every kind and our 
experience in every line, are at the disposal of present 
and intending advertisers. 
N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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ADVERTISEMENTS 
THAT ARE READ.—Asy one can secure the 


attention of the dwellers of the towns and villages 
of the United States if he will use the right me- 
diums. The Country people have money to buy 
with. They subscribe to their local newspapers for 
information and instruction, and read them thor 
oughly from end to end—local news, miscellaneous 
matters, advertisements and all that the papers 
contain, 


The first thing 


for the advertiser to do is t 


prepare an advertisement exactly adapted to i: 
terest the Country People. 


The next thing 


is to order its insertion in the 
1400 Local papers of the At/antic Coast Lists, 
and thereby communicate with one-sixth of the 
entire reading population of the United States, 
outside of large cities. 


The right advertisement, proper|y 
fi 





displayed, seldom fats of success. 





We publish and guarantee our circulation. 


New York NEWSPAPER UNION. 


134 Leonard St., New York. 





During the past year I have found the ATLANTIC : 
COAST LISTS among the best of my advertising me- 
diums. It is with the satisfaction of a profitable 
outlay that I remit check. PATRICK O’FARRELL, 

Patent and Pension Attorney. 
Washington, Dec. 6, ‘go. 
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ART OF SOLICITING 
VERTISING. 
By W. W. Hallock. 


PRINTERS’ INK contains so much of 
nterest pertaining to advertising, the 
of advertisers, the value of 
ns, the why and wherefore of 
vertising generally, that it occurs to 
e that reference toa subject nearly 

to all this might not be inappro- 


t 
ite 


THI AD- 


| 
ihe 


artof soliciting advertising, if I 
iy be permitted to use that style of 
:raseology in this connection, is sadly 


luty lies in that direction, as well asa 
re careful study on the part of those 
who direct the canvasser or solicitor in 

s work, 

It is all well enough to instruct ad- 
vertisers how to advertise, but it seems 
to me that many publishers and others 

n urgent need of instruction them- 
es as to how to solicit advertising. 

[ refer entirely to the getting of 

rs by personal interview. It is ex- 
ely disheartening to a man to be 
out upon a canvassing tour 
th the impression that he is expected 
e orders here and there upon the 
nterview. This is the cause of 
failures on the part of young 
with excellent qualifications but 
to the business, and should be 
at the outset by special in- 
tions from headquarters to the ef- 
it the solicitor is not expected to 
v business wherever he goes, or 
t dealings at “vst with even a 
number of the advertisers with 

1 he comes into daily contact. 
nust be remembered that a good 
f missionary work is required for 
medium in a new territory ; no 
how good it is or how well 
it may be at home, foreign ad- 
must be made acquainted 
must be shown its advantages. 
ey must also become more or less 


rs 
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acquainted with its representative, and 
learn by experience that they can place 
confidence in his statements and rely 
entirely upon the truth and good 4udg- 
ment of his own expressed convictions 
relative to the medium. 

After this condition of things has 
been accomplished orders naturally 
follow, but it takes time—weeks, 
months, sometimes even years. Ad- 
vertisers have been deceived so much 
that they don’t as a rule trust strangers 
with good orders at the first interview. 

Nearly every line of business is 
hampered to a very great degree by un- 
principled competition, but the adver- 
tising business is particularly un- 
fortunate in this respect. 

If nothing existed but good mediums, 
if there were no catch-penny affairs, 
no fraudulent circulations, no dishonor- 
able or downright dishonest solicitors, 
then newspaper advertising as a com- 
mercial business would be desirable in- 
deed. It is mainly on account of the 
number of unworthy workers in this 
field that honorable men engaged in 
it should use every possible: effort to 
place a clearly defined morat wall be. 
tween themselves and those who tend 
to degrade the business. 

To do this requires active and intel- 
ligent work on the part of the solicitor, 
a thorough knowledge of the require- 
ments which insure success in that 
line, and a studied determination on 
the part of publishers and agents to 
employ only such men. as are feally 
first class. Don’t be satisfied with a 
fairly good man; have none but the 
very best ; if such cannot be found 
select a young man of the right stamp 
ahd instill into him the: necessary 
qualifications. It-will pay. 

If it is true that ‘‘a poorly dis- 
played advertisement is an unworthy 
representation of any man’s business,” 
then it is equally true that an unworthy 
solicitor is a very undesirable repre- 
sentative of a good medium. 
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This should be evident to every 
business man, yet I am of the opinion 
that in a majority of cases the greatest 
qualification the average publisher re- 
quires in his solicitor is that he be able 
to take orders, no matter how or 
where, or under what circumstances, 
the main idea being to secure a man 
who can get the business and get it 
quickly. 

For this reason some good mediums 
are represented by men who do not re- 
flect the high character of their publi- 
cations in their own individuality, men 
who are not personally qualified to in- 
spire the degree of confidence neces- 
sary between the advertiser and the 
medium, or those who may be morally 
as well as intellectually below its grade. 

The business of any publication is 
bound to suffer under such circum- 
stances. The advertising man may 
be fairly successful in taking orders, 
but unless he leaves with the advertiser 
a good and lasting impression of both 
himself and the medium for which he 
solicits, he has failed in what seems to 
me the most important part of his 
labor. 

The first requisite of a good repre- 
sentative of a good medium is honesty, 
absolute honesty. There is a great 
scarcity of men in this business who 
have the moral backbone to refuse 
either disreputable advertising or rid- 
iculously low offers, and fewer still 
who confine their solicitations solely to 
such advertisers as in their judgment 
will be benefited by the employment 
of their medium, whatever it may be. 

An advertising man must be thor- 
oughly em rapport with the publication 
he represents. He must fully believe 
all he states in order to impress that 
belief upon others. Energy is an im- 
portant adjunct to his other qualifica- 
tions, and modified with patience will 
accomplish much. 

Discretion is necessary to determine 
just when to terminate an interview; 
it often occurs that a good impression 
first made will be rapidly reversed if 
the caller prolongs the interview much 
beyond a certain point. 

Any man of nice discrimination or 
ordinary intuition will always know the 
time to leave. Unfortunately there are 
comparatively few solicitors who un- 
derstand the great importance of this 
one thing, and fewer still who avail 
themselves of the knowledge. 

An advertiser who places a large 
volume of business suffers more than 
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is generally understood from this caus: 
It makes his interviews, which might 
otherwise be agreeable, tedious in the 
extreme and even objectionable. An 
unjust and wholly wrong. impress 
of the medium itself is not infrequent 
left on the mind of an advertiser 
having been bored by a solicitor 
does not know enough to take ad\ 
tage of an opportune time to leay 
The next representative who calls is 
often made to suffer in consequenc 
of his predecessor's lack of judgment 
in that direction. 

Another thing well to remembe: 
this connection is that great adver- 
tisers and those who have studied th 
subject to any extent do not wis! 
go into petty details ; they cannot spare 
the time. It is needless to travel ove 
familiar ground. Therefore be brief 

In talking with an advertiser th 
representative should never get up 
close, but keep at a little distance, 
near enough to be sociable ; but it is 
very bad policy to rush into intensely 
friendly relations at first or into too 
close proximity to the advertiser’s per- 
son or his desk. These things always 
annoy a business man. 

It is a bad practice (unless very well 
acquainted) to come into an office wit! 
a lighted cigar, or with the strong 
aroma of a Manhattan cocktail diffus- 
ing itself about one’s person. Neat 
ness in appearance and apparel, and 
permitted I also suggest that clean 
hands are a requisite of sufficient i 
portance not to be overlooked. 

In other words, there is much to be 
gained and nothing whatever poss 
to lose by being a gentleman in looks 
manner and in what one may say or do 
If the advertising man does not think 
enough of himself to be a gentleman 
surely no one will think enough of him 
to warrant the belief that he is on« 

There is very much more of import 
ance that could and perhaps ought to 
be said on this subject, but | 
leave it for some future occasio1 
for the intelligent consideration 
others. 

<o 

A BRILLIANT stroke in an announce- 
ment, whether in its literary or typo- 
graphical formation, imparts the po 
of a magnet. In perusing a paper t! 
eye instinctively turns to it, and t! 
that it is out of the ordinary inducest! 
reader to discuss and direct the atten- 
tion of others to its peculiarities.— 
Troy Press. 
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STRAY SHOTS. 
By Artemas Ward, 


Let me state my creed— 

I believe in newspaper advertising 
as the natural, most effective, most 
prompt and economical mode of reach- 
ing the great public. Especially in 
cities, human and modern curiosity 
eads to wide reading of daily and 
weekly newspapers, The Government 
has aided the publishers to such an ex- 
tent that their mails are carried at one 
cent per pound, and that carries your 
advertisement all the cheaper. Modern 
invention has worked harcer to perfect 
the outputting of the daily paper than 
to accomplish almost any other work of 
life. In the home, the first one out of 
bed takes a pull at the paper. The 
kitchen gets it first, the early-rising 
child next, but the remorseless father 
(indulgent in other things) takes it 
away as soon as he arrives on the scene 
of action. As soon as he is done the 
wife captures it, and in countless cases 
a claim of priority of age decides its 
reading among the children. ‘lhe bold 
advertisement is sure to be seen; even 
the little ‘‘ want” is read by thousands, 

¥ x & 2 = 

I believe in bill posting. The Greeks 
used it, and some modern Greeks still 
wield the paste brush. It is a prompt 
and sensational mode of attracting at- 
tention. A splendid first act. Costly, 
hard to control, but effective if prop- 
erly done. Bill posting is a war in 
some sections, a difficult undertaking 
in all. 

# # * + * 

I believe in street car advertising. 
It buttonholes the citizen when he has 
small opportunity to avoid it. Ladies 
use the street cars more than men do. 
he circulation is certain, because it 
is based on actual returns to the State 
authorities. The display is good, and 
the ideas in use improve every day. 
One house in this country spends $50, - 
000 in that way. 

+ s & a = 

| believe in bulletins—for a very few 
Gents’ collars and shirts, hats and 
millinery, and local lines of leading re- 
But for general or wide lines 
I believe them to be too expensive. 

- . % 2 ~ 


uses, 


I believe in sign painting—but not 
at prices which are too generally paid. 
Out of $300,000 spent, I find that my 
proportion in that line was less than 
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$10,000. On suburban railroads the 
regular riders more generally spend 
their time in reading the morning pa- 
pers than in gazing out of the car win- 
dows. Outside of New York, where 
population is not so dense, signs are, of 
course, less effective, and some ‘‘ grand 
boulder” on the prairies, which seems 
tempting, will cost considerable and 
be passed by a few through trains and 
half of them sleepers. The dignity of 
association is generally lacking in sign 
painting, because it is rarely possible 
to paint on leading streets or fine stores. 
The Cumberland wall at Twenty-third 
street and Madison Square is no cri- 
terion. It costs $2,500 a year to oc- 
cupy that location! One marked com- 
mentary on most plans of advertising, 
except the legitimate newspaper, is that 
few advertisers continue to use them 
after some years of experiment. 
s = # * s 

I believe in distribution. it is quick 
fertilizer of slow soil, and quick ammu- 
nition to use against arival. But it is 
run to far too great an extrome by most 
advertisers who employ it as a weapon. 
A 32-page pamphlet distributed to 
houses costs as much as 64 spaces 
(equivalent to its page size) would cost 
in a great daily, and the pamphlet 
would appear once, while the newspa- 
per advertisement could be issued in 
sixty-four sections and thus made con- 
tinuous. 

s * = - & 

I believe in lithographs; but when a 
man suggests one at 50 cents, with a 
50-cent frame and a cost of 25 cents 
on an average to get it carried to each 
store in America, I pause—and the 
figures force me to decline. 

+ ~ = * 

I believe in enameled iron signs; but 
I once bought fifteen hundred of them, 
two feet by three feet in size. They 
nearly killed me! It took four years 
to put them out economically; and, in 
fact, there was no economy, although 
I am told that every one lost money on 
them, from the maker to the man who 
wore out his gloves handling them. 
Yet Proctor & Gamble have had 75,000 
small door signs, and we are not far 
behind in that line. 

* - = * * 

I believe in all good mediums for 
gaining public attention, if they are 
used in judgment; but the foundation 
of my belief is laid in the columns of 
the plain newspapers. 
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But something I do wot believe in 
bothers me. I have caught a shot 
straying. It has been straying so long 
that at last I must claim it in order to 
give it legitimate paternity. I strayed 
into the office of PRINTERS’ INK one 
day and an idea struck me; and as such 
things are scarce in my cranium, I 
asked for a pad to chain this one be- 
fore it escaped. It took form on the 
pad to the effect that ‘‘ while some 
houses pay $10,000 for an expert to 
manage their advertising, some shrewd 
people pay $2 for PRINTERS’ INK asa 
guide, and not a few houses lost $100, - 
000 a year by doing neither.” I last 
saw this advertisement on page 193 of 
the issue of February 4th, immediately 
following the offer of $1,000 reward for 
the best reading notice of PRINTERS’ 
Ink. I considered it an announcement 
in advance that the cash was mine, 
Imagine my surprise when I found in 
the columns of the American Ad- 
vertiser, of Chicago, *‘ contents copy- 


righted,” ‘‘ original ideas for sale,” the 
following advertisement ; 


John Wanamaker 


Pays a man $ 
a year just 10,000 
to write and superintend 
his advertising. It pays 
John. You can be as en- 
terprising at a cost of $2, 
the subscription price of 
this paper, 

and secure ads ready- 
written 

for you 


by 


$ I 0,000 Experts. 


The page upon which this advertise- 
ment appears is full of suggestions. It 
starts with a cut of George Washing- 
ton suffering punishment because he 
could not tella lie. One of its items 
begins, ‘‘ There are some forms of ad- 
yertising which are of very doubtful 
value;” again, ‘‘ You must either be an 
expert at writing advertisements your- 
self, or you must subscribe for this pa- 
per, in which advertisements are already 
written for you by experts.” Why not 
“‘crib” them? The very next lines are, 
“‘ Knowledge is always acquired rap- 
idly by comparative study;” and finally, 
““Do you make it a habit of reading 
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the advertisements of your compet- 
itors? It is a good thing to do.” || 
last item is directly signed by the « 
itor, Mr. John K. Allen, who evident 
means what he says, and to whom | 
present my most profound consic 
tion. It is hard to be original. | 
Wanamaker pays that $10,000 rat 
than copy other people's ideas. 

WHAT ADVERTISERS FIRS1 

WANT TO KNOW. 
By J. F. Place. 

Many newspaper publishers 
queer ideas as to what informat 
about their publications is required 
a general advertiser doing business a 
a distant point. What few facts such 
an advertiser desires are rarely found 
the publication itself, and if he writes 
to the publisher his reply is usually « 
quent in language and profuse in « 
dence of the wonderful growth and 
fluence of this particular newspaper, 
but ignores entirely the few vital sta 
tistics the advertiser seeks to know. 

One would naturally suppose 
the first thing a prospective advertiser 
would want to know is the town a 
State where the paper is published 
exactly, and yet even this crude infor 
mation is not always given, and 
some cases business is actually lost b 
cause the advertiser cannot ascertain 
even these simple facts. 

I have on file at least fifty letter 
dated from towns whose names are 
printed on the letter-heads with all 1 
prominence and assurance as if comir 
from London or New York, with: 
mark indicating what State the to 
located in. 

There are also a good number 
newspapers having simply 7% 
or The Tribune (as the case may 
printed at the editorial head, 
nothing elsewhere to indicate the Stat 
or even the town. I received o1 
few days ago— The Observer—ar 
I not been familiar with some of | 
names of the local advertisers 
virtue of an experience ‘‘ on the r 
I never should have been able to | 
it. It might be published in Jap: 
New Zealand instead of one ot 
populous cities of Massachusetts 
anything the general advertise: 
receives it may know to the cont 
Cities and towns and even State 
much of their identity and importance 
as you travel away from them. [0 
most people receiving Zhe Observer, 
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. fifty miles from its office of pub- 
ition, it would be a mystery. As 
is newspaper is sixty-eight years old 
ought to know better; not only the 
wn, but the State should especially 
pear in this case, as there are thirty- 
o cities and towns in as many dif- 

ferent States of the same name as the 
one where it hails from. 

In a large, general advertiser’s office 
these sins of omission are not only ex- 
tremely aggravating, but positively 

ked, for they often provoke to pro- 

ty. If these publishers should 
hear the explosive criticism often- 
es caused by an examination of 

r papers, when they returned home 
s foolish custom which, under a 
sapprehension is thought to be so 
smopolitan, would soon disappear. 
Many bright and artistic circulars 

are printed and mailed broadcast by 
newspapers to general advertisers ; but 
from an occasional novelty in 
get-up they fall flat, and in most cases 
invariably take a short cut to that 
lreaded goal they are especially gotten 

» avoid—the waste-basket. 
rhey utterly fail to state the facts 

n advertiser wants. Of what earthly 
nterest to a large advertiser are such 
conundrums these I quote—even 
though they may be quadded in short 
lines, adorned with angular index fists 
| shaded in all the rainbow colors 

f Wilson's best inks : 
‘ Do you want to reach the wealthy 

~f Buncombe Co, ?” 

the rich Pottawattomie 

ng after?” 

‘Do you wish toincrease your trade 


wdahoc ?” 


asice 


as 


worth 


ese shrewd, nervy men who are 
ing thousands of dollars in ad- 
tising know nothing and care noth- 
about counties, One county to 
s the same as another; in fact, 
es don't count. How many 
ts of the nearly two millions 
n New York city know the 
they live in? Not one in five 
red. And the counties of their 
they know much less of; what 
hould they be expected to know 
: counties of other States? The 
il advertiser is better posted than 
erage citizen, to be sure, but 
with him a State or a large par- 
alley, or a list of cities of over 
00 population, are about the only 
€ can grasp geographically. 
rretty much all a distant advertiser 
know from the publisher 


ts to 
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about a newspaper, the publisher never 
tells him, It may be boiled down in 
in short answers to these three ques- 
tions: 

Where is it published ? 

How often ? 

llow old : 

A good plan would be to anticipate 
these questions by printing the answers 
in brief on the letter-head, using no 
script letter and being careful to spell 
out the State in full. A model letter- 
head for a newspaper office would be 
something like this: 

Rowell’s rating (9) Jizkx& 
Published weekly | Folio: Editorial a page. 


Town pop., 7,000. | acals 
Republican. 


The Rochester Courier. 
Rochester, New Hampshire, 


Established 1864. 
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As to character and influence, and 
facts as to its special field, these are 
best ascertained by an inspection of a 
copy of the journal. As to circulation, 
any information the publisher will be 
likely to give as his own will be to the 
advertiser simply a matter of curiosity. 
Whatever it may be it will be doubted; 
the stronger the affidavit and ‘‘ guar- 
antee,” the greater the doubt. Row- 
ells American Newspaper Directory 
ratings will be accepted in spite of the 
publisher’s earnest protestations. An 
advertiser doubts a newspaper's circu- 
lation (with rare exceptions) on gen- 
eral principles—same as the horse 
trader doubts the good points and age 
of the horse the sharp jockey is 
trying to sell him; and much 
general doubt surrounds it that even 
Rowell’s ratings are sometimes taken 
cum grano salis, 1 might qualify this 
by adding, no salt if underrated. 

Of course this matter of circulation 
rating by the newspaper directory is of 
vital importance to the newspaper ; for, 
other points being satisfactory, upon 
that and that alone the careful adver- 
tiser bases his estimate of the value of 
any newspaper’s columns to his busi- 
ness. 


so 


o> 
Ir would be a capital 


idea for a ‘‘ new 
beginner ”’ in newspaper advertising to 
watch the electrotyped advertisements 
of concerns who spend thousands upon 
thousands annuallyin nearly every pub- 


lication (newspapers principally) in 
America. To combine display, taste 
and economy of space in the preparation 
of advertisements isa point upon which 
there is room for endless calculation and 
study.—V. 7. Blackwell, 
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A UNIFORM WIDTH OF COLUMN, 
By Howard Wirgman, 

This is a subject which seems to 
have been overlooked, yet it is doubt- 
ful if anything is more annoying to 
both advertiser and advertising agent 
than so many different widths of news- 
paper columns. 

The type foundries have taken a step 
in the right direction by making all 
type a uniform size, known to printers 
as the ‘‘ point system.” Under this 
system, no matter from what foundry, 
all type will be found to justify. "With 
so many organizations of newspaper 
publishers it ought not to be a hard mat- 
ter to arrange a uniform measure for 
the columns of newspapers. Take 
New York city dailies, for instance, 
and you will find the difference in the 
width of columns something surpris- 
ing. Commencing with the widest 
(the New York 7ridune), measuring 
32 ems of nonpareil, down to the New 
York World, which is the narrowest, 
you will hardly find two alike. This 
difference of width will be found to ex- 
ist all over the United States, with the 
exception of papers which use patent 
insides, 

The people to suffer most from this 
abuse—for it is an abuse—are the ad- 
vertisers who use electrotypes, al- 
though the others suffer in a lesser de- 
gree. An advertiser who intends to 
place an electrotyped advertisement in 
one hundred different papers is almost 
certain to find 25 per cent of them of 
different measures, This will entail 
an extra cost on composition alone of 
25 per cent, without considering the 
trouble and time lost in finding out 
these different measures. Even after 
going to all this expense and trouble 
he may find his advertisement left out 
of some papers just at the time he most 
wanted it to appear, simply because it 
was a nonpareil too wide for the column. 

It might be argued that he could 
have the electrotypes made to fit the 
narrowest column on the list. But 
why should an advertiser pay for space 
which he really does not use ? 

If the advertisement happens to be 
an expensive wood engraving, and 
gotten up to fit a 26-em column, which 
is supposed to be about the standard, 
it is very annoying to find 25 per cent 
of the papers on your list too narrow 
to admit it. If you want to use these 
you must go to the expense of having 
a new engraving made, with the 
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chan. °s that the effect will be lost in 
the reav ed space. 

Let us suppose a case where no elec- 
trotypes are used, but where each paper 
sets up the copy in its own office. The 
advertiser prepares copy which would 
make two inches in a paper with 
columns the width of the New Yor 
Sun. Two or three lines are marked 
for display to be brought out in b 
type, the remainder to be set in s 
reading matter type. Imagine his d 
appointment when he sees it in one of 
the narrow column papers, his display 
lines squeezed into some extra cor 
densed, unreadable type, and the whok 
advertisement making one-quarter more 
than he intended, he having to pay { 
the extra space for an inferior adver 
tisement. 

A good measure, and one in which a 
fair amount of display could be « 
tained, would be 13 picas or 26 non- 
pareils. If this standard were adopted, 
cuts could be made to measure 25!, 
ems ; they would fit all columns ; all 
trouble and annoyance would be avoided 
and all parties would be satisfied. 

ail 


RAILWAY ADVERTISING 


Comparison of the advertising of | 
purveyors of pills and potions, soap and 
sapolio with that of the average ra 
way, will show the former to have well 
appreciated the fact that advertising is 
a specialty to be managed by those 
trained to the business, and to be se- 
curing for every dollar expended ten- 
fold more revenue-producing advertis- 
ing than the railways. 

Why are the railways so far behi 
in this important department of a mod- 
ern business ? 

Because the advertising of the aver- 
age railway is the result of the hap! 
ard expenditure of money by many e: 
ployees, of various degrees of respo! 
bility, who are totally ignorant of w 
is judicious advertising, and a 
lavish display and expenditure as | 
standard of excellence. 

Because the individual tastes 
fads of railway magnates are too o! 
followed in the expenditure of th« 
propriations. | What pleases him, 
not what will catch the public, is insis 
on—a mild case of ‘‘ the publi: 
d—d.” 

Because the average railway man is 
the easiest victim of the plausible ad- 
vertising fakir. Because page advertise- 
ments in guide-books, souvenir albums, 
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talogues, special numbers, director- 
s and cheap novels are indulged in to 
such an extent that nothing remains 

legitimate mediums. 

Because, as a matter of fact, the aver- 

railway manager considers that the 

y or one hundred thousand dollars 

road sets apart for advertising can 
spent judiciously without any more 
ition than he can spare for a few 

\utes at long intervals to control the 
vork of one or two underpaid clerks, 

o do not know anything about prop- 

y written or displayed advertisements 

> value of printed matter. 

lhe remedy is simple and is within 

grasp of every railroad manager. 
Employ experts to do your advertising. 
llave a properly equipped department 
igh which all advertising must be 

e and checked. Allow your adver- 

ng manager credit for knowing his 
he does—and give him 

e same general control as is accorded 
ther officials who handle smaller ap- 
propriations, but do so without inter- 
erence on every hand and gratuitous 
idvice from every quarter. 

here are plenty of good advertising 

n who would prove invaluable to the 
iilways after a short training as to the 
eculiar requirements of their new po- 
Cheir employment would bring 
‘bout a marvelous change in the policy 
of many roads as to its expenditure on 
advertising. 

Newspaper advertising would be cul- 
ivated to the early death of all fakes. 
[he periodicals of the day would be 

ypraised at their true value and used 

freely. In these two directions 
e there is room for an astonishingly 
t step forward in railway advertis- 
Value would be insisted on and 
1ined whenever printing or advertis- 
ntracts were let. Waste and ex- 
wagance which now run riot would 
hecked, new channels and mediums 
ching the public would be intro- 

|, and the whole system of each 
mecentrated under the manage- 

of an expert who would prove 
vorth ten times over each year by 
icious control of his road’s ad- 
ng—because advertising was his 


isiness—if 


ns, 


s would leave to the busy railway 
ier time to peacefully pursue his 
business, which railroading ; 
yond the occasional consultation 
matters of policy and more impor- 
letail, or the suggestion of an idea 
he wished carried out, the adver- 
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tising would be lifted from his should- 
ers entirely, would be done ten times 
as effectively, double the revenue-pro- 
ducing publicity would be given the 
road, and at the end of each year, 
comparing values and prices, expendi- 
tures and results, it would be found 
that the new advertising manager 
owed his road nothing either on ac- 
count of his own salary or those paid 
the members of his staff. 

The prime necessities to this end 
are, first, a good specialist—there are 
many ; second, confidence in his abil- 
ity and the granting to him of proper 
control of his department ; and, third, 
the payment of a salary for his ser- 
vices which shall be at least equal, in 
proportion to territory covered and 
the appropriation he is responsible for 
the proper expending of, to that paid 
say for the management of the ad- 
vertising of a soap or a sapolio firm. 

On this basis the experiment would 
be a marvelous success, and as the ex- 
ample of the few roads that have tried 
it with profit will be followed sooner 
or later, it is evident that for the ad- 
vertising specialist who has a thorough 
knowledge of the technical details and 
practical phases of his business, rail- 
way advertising offers an extensive 
and attractive field.—Roy V. Somer- 
ville, in the Railway Age. 


a - 
IS IT FAIR? 


A fashion-plate maker not long ago 
took the President and his Cabinet 
officers as models for the pictures of the 
men in his season’s chart of prevailing 
styles. Mayor Grant and other promi- 
nent men have been appropriated also 
in such advertising, but nothing in that 
line has been so audacious as a recently 
issued lithograph intended to boom a 
new brand of The picture 
shows a gorgeous bar-room with groups 
of men here and there presumably talk- 
ing about the wonderful merits of the 
new cigar. Chauncey M. Depew and 
David B. Hill are represented as sit- 
ting at a table as if they were having a 
high old time with champagne and 
cigars. The absurdity of such an ad- 
vertisement is great, for neither the 
Governor nor the railroad president is 
particularly devoted to smoking or 
drinking. 3oth are public men, of 
course, but the point was raised by a 
friend of both whether such use of a 
man’s photograph is altogether fair.— 
New York Sun. 


cigars. 





PRINTERS’ INK. 


Correspondence. 


LARGE ADVERTISEMENTS SUPER- 
FLUOUS 


New York, March 2, 1891. 
Editor of Printers’ Ink: 

Some time in December last it occurred to 
me that asa pomeuienal writer of advertising 
matter I ought to find Printers’ Ink a good 
medium in which to advertise. 

Accordingly, about January rst, | made ar- 
Tangements to run a fifteen- line advertise- 
ment regularly, and have been so doing for 
the two months which have since elapsed. 

It gives me pleasure to state that the re- 
sults have been extremely gratifying. I have 
received perhaps forty or fifty letters per 
week during January and February, and they 
have come from apparently first-class adver- 
tisers and business houses located in nearly 
every State in the Union, from Maine to 
California. Furthermore, I have received 
orders for my work as direct results from 
these advertisements sufficient to pay the cost 
of similar advertising in Printers’ Ink for 
the next five years, and the volume of business 
appears to be regularly increasing. 

f fifteen lines does ail this, wh 
page? B. Bet 
- + 
PRAISE FROM SIR HUBERT. 

Atiantic Coast Lists, 
134 Leonarp St., New York Cry, 
New York, Feb. 27,1891. 


Editor of Printers’ Ink: 


Permit us to express our appreciation of the 
almost faultless manner in which our adver- 
tisements of the Atlantic Coast Lists have 
been displayed the past two months, during 
which we have used your first inside page. 
Your assortment of pe appears to be large 
and of the most modern styles, The ingenu- 
ity and taste shown in the display of the ad- 
vertising pages of your publication consti- 
tutes one of its great educational features, 
and cannot fail to improve the general ap- 

arance of advertisements throughout the 
Tinited States. The person directing the style 
of composition of these advertisements 1s cer- 
tainly an artist of no mean order. We take 
off our hat to him, whoever he may be, know- 
ing that when copy for an advertisement is 
sent, the best possible arrangement will be 
made. You certainly merit the indorsement 
of all advertisers, 

N. Y. Newspaper UNION, 
By ce H, Beats, Jr., Pres. 


take a 
“EELE. 


ADVERTISING IN Si SOUTH AMERICA. 


SouTn Bexv, ‘Ind., Feb. 24, 1891. 
P. Rowell & Co. : 

Can you get an advertisement for us in the 
South American newspapers, or put us on the 
track of some one that can? : 

An early reply will greatly oblige. 

Dr. Kirmer & Co. 


Messrs. Geo. 


New York, Feb. 26, 189. 
Dr. Kilmer & Co.: 

We do not receive advertisements for inser- 
tion in the South American papers, and we 
have no knowledge of any reliable firm to 
whom we can refer you, 

Such inquiries have for years been fre- 

quent! made, but we have never heard of 
any advertising agency dealing in the South 


American newspapers to whom an advertiser 
was willing to go a second time. 
We do not at present know of any one en- 
gaged in the business. 
GEo, 


P, Rowetr & ( 


_-- 


A SUBSTITUTE FOR LOTTERY ADVER- 
TISING. 


From the New York Sun. 


We are glad to observe that Mr. Russel! B. 
Harrison’s newspaper, the Helena /ourna: 
still persists in its virtuous course with respect 
to lottery advertisements, It may be that the 
terrors of the law have something to do wi 
this, but we prefer to attribute it toa deter. 
mination on the part of young Mr. agen n 
to lead a better life. e conspicuous pl 
formerly occupied by the man-trap annour 
ment of the Great Beast of Louisiana is now 
filled by this advertisement of young Mr. 
Harrison's latest enterprise : 


STOP! 
BUY THE NEW GAME OF 
“TIDDLEDY WINKS.” 


The sale of “Tiddledy Winks” is 
simply immense. Send in your or 
ders early. Only a few on hand at 
the JOURNAL PUBLISHING CoMPANY. 


There is nothing in this innocent enterpris« 
that can add a gray hair to the Hon. Benja 
min Harrison's head or bring a blush of shame 
to the cheeks of Baby McKee. 

-o 
WANTS, 
Advertisements under this head 5 cents a line 


= E Weekly Washington Letter for a 
wo-inch space in your prom. W.T 
FITZGERAL D, Washington, D. C 


AMES and addresses wanted of good me u 
to sell Fruit and Ornamental Stock. FE 
RicHaRpDson & Co., Nurserymen, Geneva, N.) 


YANVASSERS wanted to secure subscrij 
/ tions for Printers’ Ink. siberal terms 
allowed. Address Publisher of PRINTERS 
Ink, 10 Spruce St., New y York. 


ANTED.—Position as advertising solic 
itor by young man. Six years’ expe 
rience. Unexceptionable references as to 
character, ability, energy, etc. Address 
“PEC.,” PrinTers’ INK 


~p a party who can invest $5,000 a rare op 

portunity is offered to secure an equal 
interest in a well established and prosperous 
Weekly Trade Journal in the leading West. 
ern city. The leading Industrial Journal « 
the Great West, North West and South West 
Investigation is solicited. Address “ N. I 
Box 1353, Denver, Colo. 


VERY ISSUE of PRINTERS’ INK 

religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper 
to get a situation as editor, the thing to: 
is to announce your desire in a want ac ioe ! 
tisement, Any story that can be told 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 


MAN, with ten years of most successful 

experience as Business Manager of 4 
Daily and Weekly New aptoes. during whose 
term of management the paper (which had 
been run at a loss for 25 years) earned an 
average of 12 1-2 per cent. yearly, and its « 
culation and business more than quadrap!! 
is looking for an engagement with some 
paper whose owner wis! = to increase }is 
profits. Address “ B. A.,” care PrivTers’ IN. 
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THE NEWS WAS SUPPRESSED. 
From the New York Sun. 

It was a Southern town, and, while not 
overgrown, there seemed to be plenty of ac- 
tivity. Happening to pick up a copy of one 
of the two weeklies published there, and find- 
ing nothing in the shape of “items” in the 
local columns, I was led to wonder what sort 
of newspaper men the editors were. Meeting 
one of them the same day I asked: 

* Doesn’t anything ever happen here?” 

" ‘* Heaps,” he replied, 

‘There must be runaways, rows 
ghts, fires and accidents.’ 
‘ Certainly.” 

“ And are you too lazy or too short-handed 
to gather col putes the details?” 

“Sir, every community has its particular 
idioms, and they do not always appear on the 
surface, Suppose, for instance, there should 
be a runaway on this street. I write and pub- 
lish the facts. The paper is hardly out when 

ld Sile Smith, owner of the team, comes in 
ind says: 

*** Look-a-yere, Kurnel, you're a dod gasted 
liar! Them hain’t bay*mewls at all, but one 
is sorrel and ’tother cl’ar white. Stop my 
durn paper jess as quick as the Lord will let 
ye 


WHY 


dog 


‘And he has no sooner departed than in 
comes Franks, the grocer, to say; 

“* See hyar, Kurnel, hain’t this sort 0’ low 
down? Them mewls of Smith started from 
in front of my grocery, and you took good 
keer to work around it. ’Fraid it might ad- 
vertise me, eh? Jess you stop my paper, 
right off, sudden!’ 

‘And I haven't got his name crossed off 
the books when in comes Major Bliss to call 
out: 

‘Reckon you have started out to commit 
suicide, Kurnel, Got through with this town, 
eh? Called in to stop my paper, sah! In 
that item about the mewls you say they nar- 
rowly missed my buggy, sah. Why, sah, 
they smashed the off hind wheel all tu pieces, 
sah,and it will cost me $8 to get a new one, 
You didn’t keer to say so because I didn’t 
order it in at regular . vertising rates. Stop 
my paper, sah—sto 

‘ And after him,” onaiuoad the editor, as 
he looked out of the window in a gloomy way, 

**would come four or five others, all hurt in 
their feelings in some way, and I'd lose a 
dozen subscribers by the one item, It would 
be still worse if I published an account ofa 
row or a dog fight, and yet worse if—’’ 

At that moment a man entered with a dark 
look on his face and struck out with: 

“ Kurnel, I jess doan’ want yo’ paper any 
mo’! In this yere item "bout my ba’n burn- 
ing up you state that it was insured, That’s 
a reflection, sah, a reflection on my character. 
I have already been asked if J set it afire to 
get the insurance, Keep yo’ paper, sah! It 
isn’t reliable, sah ! 


BUSINESS INSTINCT WAS STRONG. 
From the Buffalo Courier. 


A lithographing establishment in Buffalo 
rece ntly received from a Western customer a 
rcular note announcing the death of the 
head of the firm. It was given to a clerk with 
nstructions to write a letter of condolence in 
reply, and this is what he supplied: *‘ We are 
gre atly pained to learn of the loss sustained 
by your firm and extend to you our heartiest 
sympathy. We notice that the circular you 
send us announcing Mr, ——’s death is litho- 
graphed by Chicago parties, We regret that 
you did not see it in your way to let us figure 
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on this job, The next time there is a bereave- 
ment in your house we shall be glad to quote 
you on lithographed circulars, and are confi- 
dent that we can give you better work at less 
cost than anybody else in the business. Trust- 
ing we may soon have an opportunity of 
quoting your prices, we remain, with profound 
sympathy, yours truly.’’ 

_, 


A MATTER OF CONTRACT. 


WasuincGron, D, C,, Feb. 28, 1891. 
Editor of Prixters’ Ink: 

If we have a contract with a local paper 
that does not print on legal holidays, are we 
to pay for those issues? Geo. Srransy. 

It depends upon the character of the 
contract. If at the rate of so much for 
an insertion, then the advertiser will 
not be obliged to pay when no paper 
is issued. If the contract was for in- 
sertions by the month or year, then the 
newspaper would be entitled to omit 
issues on legal holidays, and the ad- 
vertiser will have no claim for any de- 
duction on that account.—[Zd. PRint- 
ERS’ INK. 


FOR SALE, 


Advertisements unde r this head BO cents a line 


B': PREMIUMS TO INCREASE pagers. 





EMPIRE PUB. CO., 66 Duane St., N. 


ADIES’ MAGAZINE will be sold ata slight 

advance over advg. contracts now in 

hand. OW ner cthest to go South for a. 
A bargain. R. G.,” care PRINTERS’ INK 


OSES TRADDLES—A book of poems. The 

papers call it humorous, pathetic, comic, 
lively, clever and readable. Copy mailed for 
70 cents. TRADDLES CO., Cincinnati, Ohio. 


APER partly or wholly printed, make-up 
using stories, miscellany, news, ads, locals, 
ete., as youorder. Daily, weekly or occasiona: 
issues. Union Pte. Co., 15 Vandewater St., N.Y. 
OUNG PEOPLE’S MONTHLY for sale. 
Well known, long established. Pushing, 
experienced man with capital can make 
reat success. Address “NEW YORK,” care 
*RINTERS’ INK. 
YR SALE— Entire or half interest in good 
Illustrated New York Weekly Paper. 
Buyer must have push and experience. Sold 
ryecause of other interests. Apply “GOLDEN 
OPPORTUNITY,” care PRINTERS’ INK. 


4 NAMES FOR SALE. 
3.500, 000 Heads of families. Se 
-ured in 18% ors Will sell names by States if 
preferre< reasonable. Address T. 


Prices 
RRrHOR JONES, care Printers’ INK. 
EWSPAPER FORSALE.-—A live, energetic 
newspaper man with not less than 2,000 
cash can secure a good daily and weekly pa 
yer in a progressive, wide-aw rake New Eng 
and town. Address Box 4, New Haven, 
Conn. 


VOR SALE— 


The entire or one-half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 


towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “B. F.,” care Printers’ Ink. 


F YOU WANT TO SELL your a er 
or Job Office, a Press, or a Font of 
~ the story in twenty- three words and aod 
it wih "re dollars, to the office of PRINT 
ERS’ INK. If you will sell cheap enough, a 
} ~ 4, iecertiok of the announcement will 
generally secure a customer. 
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ABOUT THE PRIZE CONTEST. 


(The following notices are a few of the 
striking things which have been said of 
Printers’ Ink by competitors for our $1,0co 
prize, Circulars giving particulars of the con- 
test will be sent upon application.) 

The advertiser who reads Printers’ Ink 
will not be afflicted with headache and worry 
in preparing his advertisements.—//era/d, 
Saxton, Pa, 

Useful, profitable and instructive are the 
expressions we are obliged to make use of 
when speaking about that bright little paper, 
Printers’ Ink.—Good News, New York. 

Itis a fit embodiment of a long waited for 
necessity, and is pat, pithy and pertinent.— 
Lvening Herald, New Britain, Conn. 

Like the late Alexander H. Stephens, the 
Georgia statesman, Printers’ Ink is diminu- 
tive in size but weighty with brains.— 7/mes, 
Geneva, O. 

Any person who is interested in advertis- 
ing can ill afford to be without Printers’ 
Ink, the primer and unabridged dictionary of 
advertising.—/ournal, Anderson, S. C. 

This isthe best text-book of instruction wn 
advertisers known to us. Tuition, $2 pe 
year; fruition incalculable. The pu dP asad 
of Printers’ Ink embraces the very best sug- 
gestions as to how to advertise a os 
Evening Press, Newburgh, N. 

Its pages gleam with original ued attractive 
sayings that live in your memory. There is 
never a ag pa in it.—Palladium, 
Oswego, N. 

Its ld ate forts and garrisons of the 
business men.—Zaterprise, Mabel, Minn. 

The contents of each week's issue are the 
natural fruits of sober business thought. 
Gasette, Alexandria, Va. 

For two years we experimented on acertain 
secret process, spending considerable money, 
and were about to give up in despair, when a 
sample copy of Printers’ Ink came to hand, 
like an angel of mercy, and in that sample 
copy was the very secret we were trying to 
— Weekly Avalanche,Glen Gardner, 

Get a dose of it ; it is a sure cure for busi- 
ness paralysis.—Sussex Register, Newton, 

It is at once the primer and sixth reader, 
the kindergarten and college, the alpha poe 
omega, the beginning and end of advertising. 
Daily World, Charleston, S.C. 

It is as helpful to the advertiser as the com- 
i to the mariner, dry powder to thgsoldier, 
resh air to the miner, skill to the artisan, re- 
ligion to the preacher or a mirror to a woman. 
Sunday Journal, Toledo, 0 

It isthe humble opinion of the Democrat 
that any advertising business man will fin 
more than the value of two dollars in each 
single number,—Democrat, Sycamore, Jil. 

Marvelous in neatness, suggestive of unique 
ideas, peerless in avocation, an able assistant 
to every merchant, and authority upon a vital 
subject to all business concerns > >RINTERS’ 
Inx.—Saturday Post, Oneida, N. Y. 

Subscribe and learn the new art of *‘ adver- 
tising.”—Clarion, Cumming, Ga. 

The points are applicable to every-day 
needs, and, unlike the rhythmic eloquence of 
press associations, are the soothing whisper- 
ings of a confiding friend.—News, Newman, 
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The merchant who desires to advertise his 
wares judiciously, thoroughly and attra 
tively cannot invest $2 to better advantag 
than in a year’s subscription to PrintEr 
Ink, It’s the cheapest lot of ink he can buy 
—Record, Wilkes-Barre, Pa. 


Se ad 
SPECIAL I NOTICE. Ss. 


Advertisements under this head, two lines or 
more, without dispiay, We. a line. 


a 
9.425 
WwW AS THE 
? \peenees 


(moun arx oe 
F® FEBRUARY 


aw GUIDE. 


2( yrs CENTURY. _ 


Aus MILLION. 
oO” THE NASHVILLE, 
N Y. Argosy, 114,000 w. 
e ——EE 
— DAILY BANNER. 
\yeeeesieg LISTS—Results. 
_ CALL, Quincy, IIL. 
HE MEDICAL WORLD (Philadelphia). 


APTIST AND HERALD, Dallas, Texas. 


"= INKS are the best. New York. 


GENTS’ HERALD, Phila., 
80,000 monthly. 
EPUBLICAN, DAILY 
, McPherson, Kansas. 
HE GRAPHIC, 3S “the great West 
ern illustrated week 
HE GRAPHIC, Chicago—Most 
least cost to advertisers. 
RIGHT, clean and reliable is the 
FRANCISCO BULLETIN. 
UDICIOUS advertisin pave. 
LOUISVILLE COMMERCI 
COMPLETE Family Newspaper. 
FRANCISCO CALL. Estab. 1853. 
GENTS’ na $1 to $10 per 1,0" 
AGENTS’ HERALD. Phila., Pa. 
Cn ee: or papers Gouin $2 p« 
000. PAT. PICARD, Picard, C 
AN FRANCISCO WEEKLY a, 
BULLETIN cover the Pacific Coast. 
LAs evening circulation in Califor 
jia—SAN FRANCISCO BULLETIN 
EW HAVEN NEWS.—Guaranteed largest 
morning circulation in Connecticut. 
ROSPEROUS, intelligent people reache: 
by the SAN FRANCISCO BULLETIN. 
OST “Wants,” most circulation, mos' 
adv’s. SAN FRANCIS CISCO CALL leads. 
HE ADVERTISER’S SER'S GUIDE Mailed free 
by STANLEY DAY, New Market, N 


Pa. 15th year- 


AND WEEKLY, 
value at 
SAN 
Try the 


SAN 


and 
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N FRANCISCO CALL. 


None better. 


I IGH grade, pure tone, honest circulation. 
SAN 


—— ve D.; 57,7428. 7,7428.; 22,346 W.; circu 
Dede OGBiatin' Savi SAN FRANCISCO CALL. 
ay aa ER Mechanical Engravin, 

H's 7 New Chambers 5t., N. 
WL sonia » Raikw AY advertising. 
‘, and station. C. N. HARDING, 132 Nassa’ 

Y. City. 


St., N. 


| AILY REPUBLICAN 


—_ 


Phoenixville, Pa.— 
Only daily, city of 9,000; proved circula- 
tion over 1,300 d laily 


APTIST AND HE RALD, Dallas, Texas. 
BY 3,000 a week. In its 40th vol. Eastern 
office, 11 Tribune Building, N. Y. 


( 25 WAS THE ERAGE 
4 A ) LATION for February 
x ashville “(Tenn.) DAILY BANNER. 


TE\YPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 
2c. stamps. Address GEO. P. ROWELL & CO., 
New York. 


THE CONNECTICUT GU ARDSMAN, Water- 

bury, Conn., circulates in 30 States. The 
best National Guard paper published. Rates 
liberal. Write. 


7OU can own and run a poom illustrated 
Y paper ata PROFIT. We will tell you 
how. PICT RIAL, w EEKLIES COMPANY 
2 West 23d St., N. Y. 


DV nes Sah ‘over r this fresh territory 
fA at once. 1,000 names, all new, scattered 
through six counties in Arkansas, $2.00. 
k. E. WILEY, Star City, Arkansas. 


7E\EXAS BAPTIST AND HERALD, Dallas, 

Texas. The leading Baptist publication 
of the South-West. Now in its ag volume. 
Eastern Office, 11 Tribune ribune Building, N 


Hf 0. iT 0 “PROVED CIRCULATION 


MONTHLY. Advertising 
rates, $2.00 per line, agate, one insertion. Try 
it! THE METROPOLITAN, Box 3,045, N. Y. 
Ps ER DEALEKS.—M. Plummer & Co., 

161 William St., N. Y., sell every kind of 
paper used by yrintersand publishers, at low- 
est prices. Full line quality of Printers’ Ink, 
Vy 7 E cannot give you a million readers, but 

we can guarantee that the AME RICAN 
MILLER is read regularly by thousands of 


intelligent business men. “MITCHELL BROS. 
©O., Chicago, Il 
YOLUMBUS, Ohio.— THE OHIO STATE 
JOURNAL, Daily, Weekly and Sunday, is 
credited with being the leading paper by all 
newspaper authorities. Daily, 12,000; Sunday, 
15,000; Weekly, 22,000, 


TPVUE VOICE, published in New York City, 
is one of the 28 publications in the 
United States that, according to a list pub 
lished by Geo. P. Rowell & Co., circulate be- 
tween 100,000 and 150,000 copies each issue. 


JASHION AND FANCY 

Louis, Mo., is one of a select list of 
household and fashion magazines recom- 
mended to advertisers by Geo. P. Rowell & Co. 
as a desirable medium in its particular field. 


M\HE AMERICAN TRIBUNE, Indianapolis, 
doubled its cireulation in ‘©. It now 
prints in excess of 25,000. Special edition of 
1.00 in single wrappers to pensioners will 
issued March 2) Forms close 13th. W 
nts per line. 
FUE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur- 
of the book carries with it a paid sub 
8 ription to Painters’ Ink for one year. Ad 
GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 


( 'IRCULARS, SAMPLES, etc., faithfully and 

judiciously distributed in Omaha and 
Council Blaffs by men only. Highest refer- 
Sworn evidence, if desired, that the 
work has been well done. Write me. 
GRASON, Council Bluffs, lowa. 


CIRCU- 
of the 


published at St. 


hase 
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HY not advertise 73 goods to the 
medical peetenien * There is no better 

class of bu to THE MEpicaL 

Worp, Phi adel m ., a proof of largest 

circulation and best’ medium to reach the 

physicians of all parts of this country. 


‘TH. TWO THEATRES have been erect- 
e ed from ideas of mine, and yet I 
have some good ones left. I furnish ideas and 
designs for ithographs, s advts and nowene r 
illustrations. MES HANNERTY, 
care The National Baildee aoe Ills. 


TWO-LINE NOTICE in Printers’ Ivx, 
under heading of Special Notices, is 
brought to the attention of over 40,000 adver- 
tisersevery week for a whole year oe 52; 3 
lines will cost $78; 4 lines, $104; 5 lines, 
$130; 6 lines, $156 ; 7 lines, § 7 lines, $182; 8 lines, Ss. 


a" See on Will excl —y a paying, 
weekly, well-equipped office in a good 
town in Northern Penna. for printing mate- 
rial—body and ad. type or a power press—to 
the amonss uivalent to value of said 
office. J. K. SMITH & BRO., Monroeton, Pa. 


y HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay for a year’s subscription to 
Painters’ Ink. Address: GEO. P. ROWELL 
& CO., Be Roe York  ijcarca Agents, No. 10 
t Spruce St ew York 


HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $50, he will be presented with a 
complimentary copy of the American News- 
per Directory: a book of 1,450 pages, price 
te G. P. ROWELL & CO., Newspaper Adver- 
tising Agents, 10 Spruce St. “e St.. New York. 


$1,000.00 4) FOR. AN Eptrontar 


NOTICE.— Every man 
who %controls” a newspaper io well 
to read the offer = in the issue of 
Printers’ Ink for February 4th. Circular 
with full parttentare sent on application to 
GEO, P. & CO., Publishers, 
Spruce St., Newt fork. 


HE HARTFORD ae -, 8, Mart 

ford, Saturday, Feb. Aver 
cire ulation of the DAILY TIMES, this wee 
11,56, t e@ largest in New England outside o 
Boetoa rt Providence. Rates for advertis- 
ing less than one cent ~ line per thousand 
circulation. Be sure t IMES is on your 
list. Send for estimate. 


TYVHIS PAPER does not insert any adver 

tisement as reading matter. tm | 
that does appear as reading matter is insert 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe- 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. 


ORWICH, CON NECTICUT.—Geo. P. Row- 

ell & Co. publish a listof the bestor most , 
widely circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
place that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich 


HE AGE-HERALD, Birmingham, Ala., the 
only morning paper printed in the min 
eral region of Alabama. Average daily cir 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 10,000. For advertis- 
ing rates address THE AGE-HERALD COM- 
PANY. Birmingham, Alabama. 
J HEN such leading advertisers as Starkey 
& Palen, Hood, Ayer, Scott & Bowne, 
W. L. Douglas, Beecham’s Pil’s, Pears’ Soap, 
J. 8. Johnson & Co., Pozzoni, Pope Bicycle 
Co., Hawk-Eye Camera, Scoville & Adams, 
Anthony, Plymouth Rock Pants and Oliver 
Ditson Co., patronize THE ARGOSY, an aver- 
age of over $1,000 each, by the year and re- 
new, is it not the best evidence of their ap- 
preciation of it as an advertising medium? 


al, 








PRINTERS’ INK. 


a Dark-Lantern 


to open the eyes of the public. A good 
advertisement will do so more effectually 
and the public will like it better. 





You must tell your story in a way calculated 
to produce the effect you desire, and to aid you in 
accomplishing your object is a part of our busi- 
ness. We will prepare your advertisement or give 
you advice and assistance to aid you in preparing 
it. We will have the advertisement set in type 
and procure illustrations if any are needed. When 
a satisfactory result has been produced we will 
furnish an electrotyped pattern to be used in du- 
plicating the advertisement if the display or illus- 
tration make an electrotype desirable. 

For this we will make a suitable charge. 
Address 
GEO. P. ROWELL & CO., 


Newspaper Advertising Bureau, 
10 Spruce St., N. Y. 





PRINTERS’ INK. 


run the same old advertisement 
: J week after week until it has 
become a “chestnut” to every 
newspaper reader? Better 
give them something bright, 
new and sparkling. Frequent 
changes in advertisements /, aay My 
are preferable to the old-fash- 7 
ioned method of continuing 
an advertisement until 
ee ey followed by every 
everybody is sick and hy y : 
tired of seeing it. A 


E newspaper. 
series of adver- diy 


regular reader of a 


; We havea depart- 
tisements that ; 
ment for the preparation of 
ig effective newspaper adver- 
tisements, and command the 
tract a r ote: 2 ‘ ‘ 
» best skill in this branch of the 
creat deal : . : 
YF art. For advertisers who desire 


it we will prepare a series of 


are clever and 


readable will at- 


of atten- 


tion and 


pbemmesreene suitable for con- 


be closely ‘ od ‘ 
y secutive use. The kind of ad- 


™ vertisements our designers construct 
| are the kind you would enjoy reading 
ay yourself if you were an ordinary con- 
cs sumer instead of a newspaper advertiser. 
Address 
GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 
10 Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisners. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 

JOHN IRVING 


ROMER, EDITOR. 








NEW YORK, MARCH 11, 1891. 





THE methods used to launch the 
two dailies recently started in New 
York are significant. In each case 
liberal advertising has been done in 
the columns of established contempo- 
raries. 


Two cents invested in a newspaper 


will afford the buyer with from thirty 
minutes to three hours’ entertainment. 
What investment is it possible to make 
that will give anything like equal re- 
turns? The inventor of movable types 
and the enterprising advertiser share 
the credit. 


THE growth of the patent medicine 
business is interesting. It is not so 
long ago that it was insignificant in 
proportions, and the men who were en- 
gaged in it were looked upon mostly as 
adventurers. The old-fashioned plan 
for the introduction and sale of patent 
medicines in America was through the 
medium of special agents who traveled 
through the country visiting the drug- 
gists and general stores. The medi- 
cines were left on sale, the agent mak- 
ing semi-annual calls for the settlement 
of accounts, and for the purpose of 
renewing the dealer’s stock. But the 
growth of the business made these 
methods too slow and expensive, and a 
quicker system of introduction was in- 
vented. The patent medicine men 
have been among the best patrons of 
the newspapers, and where the busi- 
ness itself has been under judicious 
management, their reward has been 
proportionately great. 


PRINTERS’ 


INK. 


PRINTERS’ INK has a new rival, |\ 
iscalled The Kings’ Jester, and appears 
to be about such a paper as its nam: 
would imply. 


Some of the West Indies papers con- 
tain curious advertisements. ‘Ihe An- 
tigua Standard published the followiny 
unique offer : 


VHE STANDARD’S CHRISTMAS PRIZ} 
The Editor will present the sum of Fiv: 
Dollars to the first contented man, womar 
or child who will call upon him when th: 
clock strikes twelve on Christmas day. 


In the lost and found column 
this: 
rr small bag with a - in it 


The owner may have it on naming th: 
contents and calling at this office. 
— 


‘WHAT a nuisance advertising is, 
anyway,” remarked an intelligent man 
within hearing of the writer. ‘‘I am 
compelled to carry around uncomforta- 
bly bulky magazines, and even the 
daily news is acquired from pages that 
would be much more convenient to 
handle if two or three columns of ad- 
vertising were taken off the edge of 
each,” The grumbler was asked whether 
he would prefer to pay twice as much 
for his newspapers and magazines as at 
present, or to struggle along under 
present inconveniences. He saw the 
point. 

THERE isa very ancient anecdote told 
of the impression made by newspape: 
advertising upon a Persian sage, and 
as itis so old, it will probably be un- 
familiar to most readers. A French 
traveler in journeying through the East, 
met in Persia a sage versed in al 
the wisdom of the Orient. He had a 
quired some knowledge of the French 
tongue, and the reading of a newspa- 
per from Paris excited in him the most 
lively delight. But while he passed 
over the news columns as of ordinary 
interest, it was the page of advertise- 
ments that brought out the greatest ex 
pressions of wonder and admiration 
“* Within this singularly narrow space,” 
exclaimed the sage, ‘*the author has 
contrived to collect the most valuable 
information—the honorable marriages 
which have taken place, the houses {¢ 
sale or to be let, the best works o! 
learning, and, above all, the most ver 
erable and precious medicines.” In- 
formation along these lines, in th: 
opinion of the Eastern sage, far out 
ranked such passing trivialties as w 
call news, There was no moral in the 
original story, so perhaps it would b« 
out of place to suggest one here. 





PRINTERS’ INK. 
DON’TS FOR ADVERTISERS. 


DON'T *‘ skin” your custom- | 
——y— ers. You can make more by 
== dealing fairly and squarely with 
them and keeping their custom. 


DON’T strike the yellow dog. 
It may bite. Likewise don’t run 
down your neighbor’s goods. 


Simply ‘‘ boom” your own. 
| F 


wae q ie 3 } 
ay 


x* ! vod DON’T give a “‘ great closing 

f id out sale” too often. Give the 
BEAT eT Pp 

iG riz \ h people a chance to forget your 

- 

u 


WCLOSING 
| SALE \\ 


= 
| Bae : 


DON’T leave the pastor of 


last one. 


~ 








your church, when he calls to 
See you at your office, alone with 





the « \ffice-boy. 
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When I was a little lad 

Lovely curly hair I had; 
Rounded cheeks and all the while 
Playing ’round my mouth a smile. 














Then I married, and my wife 
Acts the queen right up to life, 
All my reign is o’er, for I 
Must obey when she is by. 





Drinking followed after song, 

And the singer oft went wrong; 
Then I staggered home to bed, 
Cursing my poor muddled head. 





From this picture you may see 
What great grief has done for me; 
Would you know the reason why 
Tears are rolling from mine eye? 





—teeel_ 
(=) 
tab 


When my boyhood’s days passed by, 
Gate a masher then was I ; 

lirting ’ round with every “ tart,” 
’Till I stole away her heart. 














-ae 


(p ) 
)s( 


In a choir I used to sing ; 
How my splendid voice would ring, 
as people’s ears, ah me! 

hen I touched that tenor C. 














—= 
beocegece) 


HO) 
Oy 


awtw: ‘\ 











There she sat, with awful face, 
Like a judge, ‘to try my case ; 
Rating me, as if I were 
Worse than any murderer. 


2 














From this space my wife you miss ! 
She has gone to realms of bliss ; 
Gone to boss the show, I fear ; 

But I reign in comfort here. 


On her grave I placed this stone, 
And the words are all mine own: 














Ldaisldheaaiida dances cabicasehdastcue: 


Reader, now, my moral take— 
Marriage i is a great mistake ; 
But in death you yet may find 
A corrector, not unkind. 


—From British Printer. 
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' 


'Tyou See? Happy LITTLE MAIDS ARE WE. 
can JUST AS sweer’A AS SWEET CAN Be. 
= ROSY. 
tp DEAREST WEAL 
InusY° CompiNn P 


UMAN NATURES 
¥ Kinet FRIEND 











*** Our appreciation of the value of 


Kellogg's Lists is evidenced by the 
increase of our business with you. 
SCOTT & BOWNE. 


NEW YorK, May 14, 1890. 
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THE BEECHAM ADVERTISING. 


The Liverpool district of the Insti- 
tute of Journalists were recently en- 
tertained by Mr, Beecham, of Beech- 
am’s Pills celebrity, at his palatial es- 
tablishment, St. Helen’s. This was 
erected at a cost of over £30,000, and 
covers an area of 1,600 square yards. 

Mr. Beecham, whose health was en- 
thusiastically drunk, said he was very 
proud and very pleased to be there, be- 
cause, as they all knew, he had hada 
very long connection with the press— 
in fact, ever since he was a boy. His 
was a business which, to a certain ex- 
tent, could not get along without ad- 
vertising. He always realized that he 
was under a great debt of gratitude to 
the press throughout the world. He 
thought he might say without egotism 
that he was about the largest newspa- 
per advertiser in the world. There 
was one firm that spent rather more 
than he did in advertising, but not so 
much in newspapers, but he thought 
he might claim the proud distinction of 
having spent more money than any 
firm in this country in newspapers. 

He did not know about American 
firms, but he thought he spent more 
than any American firm did. It was 
certainly interesting to know how 
much large advertisers spend. Guesses 
were made with a certain amount of 
exaggeration, but he always liked to 
support any assertion he made by fig- 
ures. He had showed the figures to 
one or two gentlemen, and they would 
corroborate what he said. He spent 
last year a little over £95,000, and 
this year it would be £100,000. Out 
of that £85,000 went to the press. He 
thought that was very important. Of 
course at the same time he always felt 
that he was under a certain amount of 
obligation to the newspapers. He had 
had a long connection with them, and 
during the whole of that time his re- 
Jations with them had been of a very 
satisfactory character.—London Paper 
and Printing Trades Journal. 


ORGAN 
WOOD ENGRAV!N®. Perria PeLs 


REAW’S POSITIVE Hair Grower 


is Tw te Write REAM’S 
Portraits—Made to order from 
Photos. Cheapest news ros 
. made. Send for p proofs. CENT 
PRESS ASSOCIAT’N, ny “o 








27 Sto; 
Dan’! 


$2. 50; Catalogue Fae. 
. Beatty, Wash’ton, N. J. 








MED. CO., South Bend, Ind. 
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OUR ADiInto_ 1,000 first-class)s¥Y M (A 
VOCATE [*inted’ Send offers, (MONTHLY 
GOES “OuR ADvocaTE,” Danville, Pa. 


qu R LITHOS, in 4 Illinois Centr al 

Railroad Suburban Waiting Rooms, ar: 

seen daily by 100,00 best residents of Chi 
cago. Cost, only 3844c. each month. 

DEACON, 708 Temple Court, Chicago. 


“L Write Adv's” teste 


Pamphlet 
Circulars, Letters. “ Rates reasonably high.” 


GEO. W. ELLIOTT, Rochester. \.\. 


A child can Tune a Vi lin 
with these Pegs. $2 per 
Set, with _— for fitting 
to any Vio! 


8. W. WILCOX, Mu FORD, Mass 
29 NAMES of wives of promi- 
123 nent citizens in 2 States. 


ew, accurate, neatly gotten up. The best 
Hist on the market. 


2) 24, 969 


Westera States. Sheets can be used in a 
mailer. Very cheap. For sample sheets of 
the above and prices, address ALFRED A 
HORN, Publisher, 6 Clinton Place, N. Y. City 
RANS 


ADVERTISING 


Pt one inch advertisement 
one wee 300 good ‘4 local news- 
papers rs %, less than S cents a 
week x aper. It will pay you to 
write me. 


Why Don't You 


Send for specimen pages of “GIBB’S ROUTE 
AND REFERENCE BOOK” of the United 
States and Canada? They cost nothing. If 
you travel you cannot do without the work 

GIBB BROS. & MORAN, New York. 


Dodd spre: BOSTON, 
Send jor. Estimate.) 


RELIABLE DEALING. SERVICE, 
‘~ gg~ LOW ESTIMATES. 08 P 
atalog it 


Books: re 


Not sold by Dealers ; prices 
~ low. Buy of the Publisher, 
John B. Alden, 393 Pearl St., New York 


EE Three $50,000 Betgen! 


FREE |i Banks in good North 
tow ae copam zed by us, now n¢ 
TAXES. 


12 to per cent. Tree of taxes 
Beat big banks in cities. Kats 
higher, security better. Country fertile, «: 
(cotton, wheat, corn), people prosper 
1 business men interested. Many ° 
England stockholders. 23 years’ residen: 
Texas. Another — bank now organizing 
stock par—$30 and Le sold. Circulars, 
statements, ch free, JoHN G, James, Prrs'T 
Crry NATIONAL Bank, Wichita Falls, Tex: 

















NAMES of FARMERS in 
New York, Penn’a and !2 
































ew Issues 
every wet s 











PRIN 
lant Fine Trees, Shrubs, 
oes, Fruits, etc. Get the finest 


‘proved sorts, true to name. 
~— with superb Rose 


Tate | 
¥. 


BEAUTI 
YOUR 
GROUND 


ma 


. EUGENE WHITNEY 
ochester, N. 
o inferior stock. 





LAWRENCE & Co 
72%. SARATOGANY 
FALC 


728. A HIGH GRADE FALCON 
Equal to the best. 

40c. per Gross, Postpaid. 

We can save you money on any pen. You 

name the pen and we will quote the price. 

Address H,. H, LAWRENCE & CO., Saratoga, 


\.Y. Bank Supplies. 
“ you BE 
a article to 

fl hy advertising adverti- 


newspapers, 
sers say. Mow did do it! Write to us about 
what you have to advertise, and we will tell you 
how and whether NEWSPAPERS 

ARE LIKELY TO PAY YOU, 


J.L. STACK & CO. 


Newspaper Advertising Agents iL } 
ST. PAUL, MINN. 


PEN, 








TERS’ INK, 





The Celebrated | 


CALIFORNIA <> eweoy" 


REMEDY. 


The best in the world. Make no mistake. 
Its meritorious results have been thoroughly 
proven. 50 ets. by druggist or mail. Tes 
timonials free. 


A. F. EVORY & CO., Props., 
16 GR GREENWIC H ST., N. Y. 


Study Law | 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of | 

w. Send ten cents | 
omen for partic- 
ulars t 


w.C, eegie LL.B 
812 Whitney Block, 
Detroit, Mich. 


Our National Game 

e in minature. “ Pigs in 
Clover” left to rust, while people go wild over 
the most ingenious puzzle ever invented. Put 
up in attractive and durable styles; sells as 
fast as you can hand them out. This entirely | 
new puzzle pronounced unequaled. Our old | 
agents are just coining money wit This is} 
the first newspaper announcement of this in- 
ention. Agents, General Agents, Publishers 
who use premiums,etc.act promptly,and large 
profits, quickly and easily made, are yours. 
Sample and terms 25 cents. THOMPSON PUB. 
CO., W's of “ Muffed,” 2258. 6th St., Phila., Pa 


AU ST RALIAN . F pene contracts for 


advertising, we should like you to write to us for 
an estimate. We guarantee to save you money, 
for being on the spot, we can on reese | 
cheaper than any of her firm ata nil 
apers are filed at our bureau, and — pear- 
checked by a system unparalleled or ac- 

On application we will prepare any 

me of advertisin, lesired, and by return 
will send our imate. We desire it to be | 
stood that we are the Leading jevatan | 

'rm in the Southern Hemisphere. ished | 
r & quarter of a century. F. T. WiMBL E &| 

469 to 373 George St., Sydney, Australia. 





Before fixing up your 
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CA —If you intend advertising in 

» Canada it will be of interest to 
know that we handle more business with 
Canadian new yous than any other Agency 
in existence. e control the Canadian ad- 
vertising of many of the largest and shrewd- 
est advertisers in the world, Pears’ Seap, 
for instance. Our efforts are devoted to Can- 
ada alone, and an intimate knowledge of the 
poculiartiies of the Canadian press, gained 
2#y many years of experience, enables us to 
render the best possible service. We simply 
ask you to communicate with us petore ac- 
ing your orders. A. McKIM 66. 
Montreal, Canada. 


Advertisements 
WRITTEN 


For newspapers or magazines; original de- 
signs and illustrations furnished. Primers, 
such as merchants and manufacturers use to 
help sell specialties; Trade Circulars and 
Spring Announcements 
get them up in 
primers with full details free. 

A. L, TEELE, Writer of Advertis- 
ing, 55 W. 33rd St., New York. 


®& & & 





-I write, print and 
handsome styles. Sample 


Victor Bicycles 


MAKE THE PACE. 

Highest Grade Only, 
SEND FOR CATALOG, 

THE OVERMAN WHEEL CO., 


Chicopee Falls, Mass. 
Boston. Denver. 
Washington. San Francisco. 


% & H & 


“When found, make a note of.” 


Poems in Steel, 





—Captain 


| Cuttle. 


The right men in the right place are 


C. MITCHELL & CO., 
Of London, England, 
(12 & 13 Red Lion Court, Fleet St., E. C.) 
Advertising Contractors of W years’ standing. 


THE MANUFACTURER who travels 
should note the address. A half hour's chat 
about English, Continental and Colonial ad 
vertising with a member of this firm is 
worth a whole year of correspondence. 

The Manufacturer who cannot find time to 
| travel should write to C. M. C heir exten- 

sive American clientele and long acquaint- 
ance *e with English advertising enables them 
to arrive at an understanding more promptly 
than any other house in London. 

The Advertising Agent who studies his 
clients’ interests (and his own) should con- 
sult C. M. C: when he has orders to place any 
advertising in Great Britain. They are prac 
cal, reliable, energetic and economical. 

Testimonials from leading American firms. 
| Estimates and specimen rs free on ap 

licati “The Newspaper Press rec 
ory,” “tort y-sixth annual issue, price, by 


| dost to the united States, We. 
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Dr. M. W. CASE’S 
Vitaline Carbolate of Tar Inhalants. 
Philadelphia, Feb’y 4, 1891. 
Edward P. Cone, Esq., 
Advertising Manager. 
Dear Sir—Enclosed find cheque 
for ad. in N. Y. Ledger to date. 
What an enormous circulation the 
Ledger must have. I get re- 
sponses to my advertisement from 


| 





all parts of the country, mentioning 
the N. Y. Ledger. It is a pleasure 
to pay bills for advertising in such 
a medium, for the ‘‘ Ledger” is 
taken by that class of people who| 
can pay for what they order. 

Truly yours, M, W, CASE, 


and praised by everybody. 
of anew day. “‘ Unique and hand 
‘‘Why didn’t somebody think « 
before?’’ 
the thousand. 


The Daily 
Continent 


Successor to ‘‘ The Star,” 
NEW YORK. 


16 pages, 5 columns to page, D 


2 Cents. 


32 pages, 5 columns to page, Sund 


5 Cents. 


5 columns to page, W 


$1.00 per Year. 


16 pages, 


The ‘‘ new departure ”’ in journalis 
A | 


Compliments and praises | 
Sample copies free. 


FRANK A. MUNSEY, Publisher, 


| 239 Broadway, corner Park Place, 


} 


| 


NEW YORK. 


H. P. HUBBARD, Manager Advertising 
artment ; also of The Argosy and Mun- 
Weekly. Two leaders of their kind. 





‘The Proef of Good Cooking is in 
the Eating of the Pudding. 


FITS ANY The true ae po 

7. GOOD ADVERTISING is in 
OIL, COAL, WOODs its results. If a man 
GE (i ST has made a successful 
VE, business of advertis 

ing a few leading arti- 

cles, for the past eight 

- cooks or ten years, expe- 


ide in selecting me- 


CUSTARDS 

PUDDINGS CRACKEO 

| WHEAT OAT MEAL jums for a continu- 
_—————_ - ance of his business 


/ 
BOILED DINNER | during 1891. A Goop 
FIS H STORY has been told us 
by Mr. A Spiers, who 
VEGETABLES 8 ¢ 


is in a position to know | 
_ _ whereof he speaks ; he 
MEATS FOWL#| Says: | 
aL Tr ApovE For the past eight 
KED AT 
SAME TIME 
ONE WILL NOT 











ears I have used all 
he leadi mediums 

and lists of monthlies 

that ao cupeees to 

amou 0 anyt . 
s. Von = OTHER but our veturne on | 
Aves \ J FUEL COMFORT Prove it to| 

¢ best medium I 

NEEDS NO CARE have ever used. | 
Now this tleman has used THE BEST | 
100,000, 200, 500,000 750,000 and 1,000,000 | 
Monthly and Weekly mediums and lists, and | 
the only way to account for COMFORT BEING 
ANY BETTER fs in the fact that our whole list 
of nearly HALF A MILLION actual PAID SUB- 
SCRIBERS are ever on the alert for articles 

pertaining to household or bodily comfort. 

“Comrort ” is what they live for, and our 
monthly not only opens up the best market 
for STEAM COOKERS, but anything that applies | 
to a person’s comfort. | 
If you have an. les you care to sell to 
ony none we will be pleased to introduce 
you to m. at the agencies or of 
Tne Gannett & Morse ConcerRN, Augusta, Me. 


| as follows: 


esigns, 
designs of various 
th book. Large 


eac 
descri 
| Book } 


3 “ 
Book No. 32 contains 20 Desi 
20 





A See COTTAGE. 

NEW IGNS FOR 1891. : 
My complete list of new publications for 1%) is 
In addition the 25 * classifi: 
k (except No. 32) contair 
costs, 39 designs 
7 views, floor plans and ! 
+. “-¥ £6 e90 Cott 
0, 19 contains o ) 
aos Bo Comiaine S Denlgne te oe 
“ “ “ ; 
“ 3 “ & 
“ 25 “ 


“ 9 “ 


RSSRVRGEE 


8 of’ Doub! 
of Stables. 


and 
Book No. 33 contains 25 Designs of Ten Tho 
Dollar Houses. 


ckes.—One book, $1; any 4 books, + 
ie $5; full set (15 Boole), #10. 
id, on of price, Addr: 
. W. SHOPPELL, Architect 
63 Broadway, New York. 
Mention this paper. 
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Evers, TIL, July 22, ’90. 
“The American Home,” Danvers, Maas. : 
4 paper I cannot do without, It fills the 
promised place in the home. 
E. ANNIE BirGe. 


You can 


Reach 


more than 


25,000 


of such well-pleased housekeepers as 
E. Annie Birge, in 


The 


American Home, 


Danvers, Mass. 





| 
i 


Rates, 20c. per agate line. 


April forms close ] March 20. 


MLLEN'S Ml MILLION | 


The periodicals of ALLEN’S LISTS 
reach nearly or quite one-fifth of the rural 
population of the United States regularly, 
and over one-fifth in the course of every 
year. Tens of thousands take no other paper 
at all. Hundreds of thousands take only 
their local paper in addition. The shrewd- 
est leading advertisers are gotten 
ly found in ALLEN’S LISTS. 


THE TEST. 


Those whose business is of such a nature 

y can trace their returns to the 

find that 

tN’S LISTS lead all the rest. A num- 

wopecenaey medicine houses, such as 

ardson & Co., and Scott’s Emul- 

sion, took special means of making = 
tests, The result has uniformly been 

continuous contracts. We court the tests rt 

isa race we like to enter, cnpoctedy § in com- 

pany with the fastest of the fi ilt edged. 

Should less than one million copies be 
printed and circulated, of any month’s is- 
sues, | agree to give to each advertiser a dis- 
count in exact proportion. THIS HAS BEEN 
A STANDING OFFER FOR YEARS. IT IS 
UNPARALLELED, NO or) PUBLISHER 
HAVING MADE A SIMILAR OFFER. 


ber of 
Wells, 


Forms close the 18th of each month, 
prior to the date of the periodicals. 


E. C. ALLEN, 
PROPRIETOR OF ALLEN’S LISTS, 
Augusta, Maine, | 





$50.00 


FOR AN 
ADVERTISEMENT. 
THE 


No Name 
® Magazine, ® 


The most original periodical on this planet, 


wishing to pile upa 


‘MILLION SUBSCRIBERS, 


Offers $50.00 for the most catching advertise 
= me that the wit of man, or woman, can 


pope of the Magazine, with full particu- 
lars of the Prize Contest, will be sent, Post- 


| PAID, for ONE DIME. 


resent) 


Advertising Rates (for the B 
15.00 a 


|roc. a line; $8.00 a column ; 
page; cuts ‘20% extra. 
Last page of cover, now for sale, $100 


| for 3 months, net, or $40 a month. 


Address 


AMERICAN PRESS CO., 
Baltimore, Md. 


f 
DO N° T STAND 
Still and let every one go ahead of 
you want to succeed you must vertise. 
here are two ways—the wrong and the right. 
The wroi way is to write a commonplace 
advertisement and let it remain in the news- 


‘ou. If 


The right 
pe ea bar | matter, 
hanging it rhea. or oftener. 
molehi red with the Le oy « 
promt it ni compe You will be surprised 
w well wecan serve yur fora little m ~~ 


133 World eae Seer vork. 








PRINTERS’ INK. 





To Advertising Agents 











YOUNG OR OLD. 


We will make estimates for 


you or for your customers. 


We will set up your adver- 


tisements and make electro- 


types. We will charge you 


for the work we do, and 


you may make whatever use 


you choose of the estimates 


or advertisements. Address 
GEO. ROWELL & CO., 


10 Spruce St., New York. 


5 tnt A LINE 


We recently prepared a list of HOME 
PRINT weeklies for a patron, which, when 
computed on the basis of circulation as 
given in Ayer’s Am. Newspaper Annual 
for 1890, showed the cost per line to be only 
ONE-FIFTH (1-5) OF A CENT for EACH ONE 
THOUSAND (1,000) CIRCULATION, 

For such valuable mediums as a selection 
from the best of the all-home print county 
weeklies, this is a rate which should com- 
mand the attention of advertisers who are 
seeking economical methods for reaching 
the homes of people living outside of the 
cities. We invite inquiry from advertisers 
regarding our facilities for handling business 
in the home print papers in any part of the 
United States, 


Netson (Hesmana © 


Business Office, 1127 Pine St.. St. Louis, Mo, 
Branch Office, 54 Beekman St., Hew York Oity,_ 





TO PUBLISHERS. 


If you intend having an advertis: 


ment in the next issue of the America: 


Newspaper Directory, the order shou 
be sent by next mail, or it will be t 
late. 

Every advertiser receives a free cop 
of the Directory, carriage paid, and 
year’s subscription to PRINTERS’ IN} 

The advertising rates are : 

I page, . $100.0¢ 

page, 60.0% 
I, re 
/3, page, 
ly > 
A, page, 
% page, 


| page, 


I-12 page (space of 
100 words solid 
agate), 

Address, 


GEO, P. 


15.00 


ROWELL & CO., 
Publishers, 
10 Spruce St., New York. 


EWSPA A BOOK 


—Oor— 


RTISING 7>0.5.58°° 
Contains 
DAILY NEWSPAPERS om NEW YOR 
CITY, with Advertising Rat 

DAILY NEWSPAPERS “Ix CITIES 
more than 150,000 populatio 

DAILY NEWSPAPERS IN CITIES 
more than ee Pe ulation. 

THE BEST LIST OF LOCAL NEWSPAPER: 
covering every town of over 5,000 populatio: 
and every important county seat 

ONE NEWSPA at A STATE: th 
best one for an advert 

STATE COMBINATIONS IN WHICH 
vertisements are inserted at half price. 

A SMALL LIST TO ‘ADVERTISE EVER) 
section of the country: a choice selecti: 
made with great care, guided by long ex 


ence. 

LARGEST CIRCULATIONS. A COMPLET 
List of all papers issuing regularly more t 
25.000 copies. 

NINE BARGAINS IN ADVERTISING F‘ 
experimentors. 

HA RGAINS IN ADVERTISING IN DAI! 
Newspapers in many cities and towns; ofl: 
peculiar inducements to some advertisers 

CLASS JOURNALS. AN EXTENSI\ 
List of the very best. = 

7,022 VILLAGE 
NEWSPAPERS— 
more than one-half 
of all the American 
Weeklies—in which 
advertisements are 
inserted for $49.5 a 
line and appear in 
the whole lot. 

ok sent to any 
address for 


THIRTY CENTS. 





Al 





PRINTERS’ INK. 


ee Comitey Cream ! 
PRINTE RS | That's what you get when 


you advertise in the 
TO USE : 


WILSON’S’ INK. National 
¥e | Stockman and 


We desire to secure the trade of those 
winters who pay for their goods, and to m" 
sed pet coed » Boon to sell the ink that I arimet 
is never paid for, or paid for in notes 
to be constantly renewed. Pittsburgh, Pa. 

We buy for cash. 

We find our advantage in doing so. 

We offer an advantage toe all who wish 


It reaches ‘‘ The Cream”’ of 


to buy of us for cash. the country people. They have 
_ confidence in its columns. 
Try the CASH system. 


a For the definite location of 
W. D. Wilson Printing Ink Co,,| 46.727 of its cash-paid sub- 

LIMITED, scribers, see PRINTERS’ INK, 
140 William St., New York. February 11th, page 235. 


SIDEWALK PRINTING MACHINES 
VERSUS 


POSTERS. 


Cost of 25 Million Square Feet of Advertising 
By the Sidewalk Printing 
Machines, - - $230) By Posters, - - $12,000 


Compare it with any other kind of advertising and the result will be just 
as favorable to the Sidewalk Printing Machines. 


Advantages of the Sidewalk Printing Machines over Posters: 

st. Cost as $230 is to $12,000. 

2d. You are sure of getting what you pay for, as the machine registers 

very impression. 

3d. As it is novel, it will attract a thousand times more attention. 

4th. The work will last longer. 

5th. Users have exclusive rights. 

We offered to sell exclusive rights for the use of these machines at the 
rate of two cents per hundred of population in the territory secured. We see 
now that we could just as easily have got ten cents as two. , 

_ You will therefore observe that this price may be changed at any time 
without any further notice. 

See testimonials in next issue of PRINTERS’ INK. 


DIGNAM & CO’Y, Agents, 
37 Yonge St., Toronto, Canada. 














366 PRINTERS’ INK. 


OVER 300,000 READERS OF 
PRINTERS’ INK. 


For the purpose of bringing PRINT- 
ERS’ INK to the attention of all classes . 
of business men, arrangements have This 
been made to send sample copies at the 
rate of 20,000 a week until the follow- P 
ing lists have been addressed. 1S 

In every sample copy sent there will 
be folded a subscription blank. 


For the next three months the circu- Our Stor r 
lation of PRINTERS’ INK is certain to y ° 
be more than 40,000 copies, and likely 
to be less than 50,000 copies, each issue. 


The entire circulation is among ad- JE have a leaflet which 
vertisers, or people who ought to be | 


advertisers, tells briefly what general 


Incorporated 1885. _ } |advertisers want to know about 
RapPip seas MAcHINE Company, | 
& 61 Park Street. | ° ° 
Trade Lists ri Sompiled from R. G. Dun & | our papers—price, circulation, 
Co’s New Your. ; 2 me 
New YorK, an. 16, 1991. ; - oth 
M .@. P. Rowell & pointers, etc. 
New York ‘ity. 
GENTLEMEN—We respectfully submit to you _ ‘ 
. A number in our trade lists as requested JE shall be glad to sen 
y ye 
j 


it to all intending adver- 


tisers. Send to us a postal giv- 
Boots an d 


20, ‘ 
Car, Ship and Bridge Builders ing your name and address. 
Confectioners and rs 1,20 
Qosviage ners py 
Crockery Dealers. 3, 
Clothiers Sunday School Times, 


ry Goods. 
Drugs, rated K and up PHILADELPHIA. 


Distillers 3 Presbyterian. 

Enginec rs and Contractors......... § Lutheran Observer. 

Grocers eee 43,435 | National Baptist. 

Men’ s Furnishing 9.! Christian Standard. 

ee ‘ Presbyterian Journal. 

Shirt Manufacturers soo | Ref’d Church smaponger 

Prom. Insurance Agents. 22,300 Chrtetian Recorder. 

Furniture. ristian Instructor. 
stian Statesman. 




















Christian Recorder. 
I Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 








will ottzemyour Wrappers, 20,000 
we, eek at # 4 per M 
ra : 
One 
Price 


Yours truly, dvertisin, 
F. D. BELKNaP, a € 


Rapid Addressing Co., 314 Broadway, N. Y 


Without Duplication 


i tion 
NEw ag January 16, 1891. of Circula 


Rapid. fgarenine ¢ HOME 14 BEST 
4 Broadway, New York City. JOURNALS WEEKLIES 


queen have your favor of even Every Week 


date. i 
Please go ahead with the work of address Over 260,000 Copies 


ing wrappers for us to the trade lists named —— 
by you—307,517 names; to be delivered in lots | Religious Press 
ot 90,000 each, one lot each week until the lot Association 
is finished ; the first lot to be delivered on the 
24th inst. Very respectfully, 
Geo. P. ROWELL & Co. 

Advertising rates in PRINTERS’ INK 
are 50 cents a line, or $100 a page, 
each issue. 
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Springtime has come! 
ormer «& 


13 Columns of havertiaine 
In issue of February 26. 
156,931 Copies Weekly Issue, 


Our Average in (890. 
‘“* Let those now advertise, who never did before ; 
And those who did, now do the more.” 


THE NATIONAL TRIBUNE, 


N. Y. OFFICE: Washington, D. C. 
66 PULITZER BUILDING. 














PRINTERS’ INK, 


An opinion from Col. J. Armoy Knox. 





TO PUBLISHERS, |Allérical Newspaper Directory 


FOR 


Any publisher of a Newspa- 
per who desires to educate his 
patrons on the subject of 
advertising, with a view of 
causing them to become more 
liberal advertisers, may sub- 
scribe for a limited number 
of copies of PRINTERS’ INK, 
to be sent to designated 
names, and may pay for their 
subscriptions by inserting an 
advertisement of Geo. P. 
Rowell & Co’s Advertising 
Bureau, in full settlement at 
his schedule advertising rates, 
without discount or commis- 
sion. Publishers wishing to 
avail themselves of this offer 
may address PRINTERS’ INK, 
No. 10 Spruce St., New 
York, stating the number of 
subscriptions desired. 








1890. 


Twenty-second Annual Volume. 











Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS. 


This work is the source of information of 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors 
Politicians and the Departments of the Go. 
ernment rely upon its statements as the 
recognized authority. 

It gives a brief description of each place 
in which newspapers are published, stating 
name of county, population of place, etc., et 

It gives the names of all Newspapers and 
other Periodicals. 

It gives the Politics, Religion, Class or 
Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Price. 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives the Names of all Papers in each 
County, and also shows the geographica! 
section of the State the County is located i: 

It also contains many valuable Tables a: 
Classifications. 

Sent to any address on receipt of price, by 
GEO. P. ROWELL & CO., 
PUBLISHERS, 
(Newspaper Advertising Bureau) 
to Spruce St., New York, 





PRINTERS’ INK, 


Discharge the Doctor! 


Medicine and advice for one year for 
One Dollar. 


“ The medicine to make you laugh, 
The advice to make you wiser, 
And both are to encourage 


Every honest advertiser,” 


FIRST NUMBER READY NOW. 


“ORE. KINGS’ JESTER” 


An illustrated magazine for advertisers, 
publishers and advertising men. 

Crowded with fun. 

No nonsense about this nonsense. 

Witty, bright and original. 

The best writers and artists. 


All jokes are new—all stories witty. 


SAMPLE COPIES ONLY 15 CENTS. 
ONE DOLLAR A YEAR IN ADVANCE. 


Herbert Booth King & Brother, 


PUBLISHERS AND ADVERTISING AGENTS, 


202 BROADWAY, - NEW YORK. 





PRINTERS’ INK. 


$5005 $50 Cas 


WILL BE PAID 


For the Best Advertisement, 


Illustrated or otherwise, but Illustrated preferred, 





OF THE 





Sworn Circulation, cover- 


* 4 
ing every issue for 1890: 
a Sunday-. 174,209 


Weekly... 42,157 


7) 





Embodying any or all of the points submitted herewith : 
The most prosperous Afternoon Newspaper in America 
AND 


Largest Evening Cireulation in the United States. 


“ Pays us better than any Datry in the U. S.’ sfiiatieaes & Co., Phila. 
‘I sell more se — im my ad. in the Item than any other paper I have ever used, 
ZI have used them all.”—Wm. Dreydoppel, Phila. 
“ From the amount of paper you are using, me circulation of THe EVENING ITEM can 
not be less than 165,000.” anufacturers’ — Cc 


The “‘ Item Annex” has recently been completed, affording a perfect duplicate plant and 
insuring prompt issue of the paper in case of fire or accident to the Main Office. 

“he success of an afternoon newspaper depends largely upon the facilities afforded for 
placing it quickly upon the street and in the mails, and The Item has met the situation 
promptly and Ey. Their three great lightnin g Hoe presses, ‘* The Colonel,” ** Big 
Geraldine "’ and **‘ The Four Brothers,” are to be supplemented by two more now building 
These presses are run by electricity, each press having a separate motor. With the comple 
tion of the two new presses, The om will own and operate Five of the Greatest Machines 
in the World, with a combined capacity of 500,000 copies an hour, the entire plant, including 
stereotyping apparatus, boilers, engines, and real estate, costing a Half Million Dollars 
($500,000). 

Added to this is the most perfect distribution service of any paper in the world, in the 
shape of 24 rapid delivery wagons, which are owned and maintained for The Item’s exclusiv: 
service. 

In short, The Item PROVES its claim to being one of the four dailies in the U. S 

“exceeding 150,800,” according to Geo. P, Rowell & Co. It comes nearer being a mediun 
of universal circulation than any other Philadelphia paper ; and, besides, gives advertisers 
more for their money. It carries over a thousand ‘‘ Want’ ads. a day, and in making money 
for itself never fails to make it also for its friends and patrons, 





All copy must be received by April 6, and the win- 
ner will be announced promptly. All advertisements 
submitted to become the property of the undersigned. 

Any other or further information, sample copies, 
etc., will be promptly furnished. 


*S-C-BECKWITH: 


509 “The Rookery,” // SOLE AGENT FOR FOREIGN ADVERTISING. 


48 Tribune Building, 


NEW YORK. 


CHICAGO. 
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jaTION 
proven nel 
i 


—— 


THE QUICK AND THE 
(Positively the Last Appearance.) 


Above we give you an illustration of a man who tried for ed to earn a 
living inan “old established,” “ well known,” “ guaranteed,” sleepy old town, 


where the grass grows in the street, the citizens are all thoroughly respectable, 
the empty store xes are the only opera chairs, and the local paper died from 
want of advertising paenees. The condition of this man, his family, horse, dog, 
and all his chattels and worldly 
illustration. 

He is leaving the “ Dead” town and is moving to the “‘ Quick ” city which has 
sprung up in only a few years—where prosperity, energy, capital and plenty 


possessions after the experiment is told in the 


abound on all sides. Wise man. If the mountain will not come to Mahomet, 
Mahomet will go to the mountain. 

An illustration of “moving” among advertisers from the “old established,” 
“ well known,” etc., newspapers into the “Quick,” growing, healthy, hustling, 
young publications can be seen by examining the columns of the CHICAGO SATUR- 
DAY BLADE and CuicaGo LepGerR. The SATURDAY BLADE, with 200,000 copies 
weekly PROVED forthe year, is the largest weekly newspaper in the U. S., and is 
not yet three years old. 

REAL ESTATE vs. ADVERTISING SPACE. 

Dealers in real estate bu pay in a live, active, growing city in order to 
profit by the rise in value of their purchase. Advertisers buy space in a live, 
active, growing paper, like the SATURDAY BLADE and CaicaGo LEDGER, for the 
Same reason, 

If it was known beyond a doubt that real estate in any city would advance 
40< during the next thirty days, the public would buy everything offered for sale, 
and the same is equally true of the general advertisers, as can be seen by examin- 
ing the SATURDAY BLADE and CuarcaGo LEDGER, the advertising rates of which 
will advance 40% in 30 days. 

The advan enjoyed by any advertiser in the SATURDAY BLADE or CHICAGO 
LEDGER is that he can cancel his order for space (this is put in all contracts) in 
either paver at any time he thinks it don’t pay him, but where can you find the 
seller of real —— who will take back his property at any time? You take no 
chances in making an annual contract for space in the SATURDAY BLADE or 
CHICAGO LEDGER. 


THE SATURDAY BLADE. 
THE CHICAGO LEDGER. 


300,000 Copies Weekly Proved for 1891. 


Net advertising rate until April Ist, BLADE 70 cents per agate line per insertion. 
Net advertising rate until April Ist, LEDGER 35 —_ agate line per insertion. 
The BLADE and LEDGER combined, $1.00 per agate line per insertion. 

Now is the time to make Annual Contracts for the BLADE and LEDGER. 
Remember if your advertising don’t pay you can cancel at any time. 

For space address any responsible advertising agency or the publisher, 


W. D. BOYCE, 116 & 118 Dearborn St., Chicago, IIl. 
40°, Increase in Advertising Rates April Ist, 1891. 
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BEHIND 
THE 


SCENES. 


Advertisers are cordially invited 
to step “behind the scenes”’ and 
examine the truthfulness of our 


Sr to circulation. The 
San Francisco Daily Report 


is one of the very few papers that not merely claim a - circula- 
tion but stand ready to prove their assertions. The Report's 
press-room, books, etc., are always open to advertisers. Skeptics 
are offered every facility to assist them in getting at the facts ir 
the case. Here is the sworn statement of circulation for the last 
month of 1890: 


“Known Circulation” Statement for December, 1890. 


--38,740 . 43,665 9...43,544 38, 595 
.. 49,500 - 43,275 20.40, 135 --- 40,505 
- 43,395 . 46,085 | 22... . 41,835 
---39,140 ---39,465 | 23... .-- 38,795 
2..-38,565 | - 45,850 | 24... ++ 43,730 








The Darty Report can defend its 
claim to the largest circulation of 
any evening paper on the Pacific 
Coast. It uses two lightning per- 
fecting presses on its regular edi- 
tions of eight pages every day. 


Yours truly, 
A. FRANK RICHARDSON, 


13, 14 & 15 Tripune Buitpinc, 317 CHAMBER OF COMME! 
NEW YORK. CHICAGO. 





